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Global Product Forecast 
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Region-Channel Performance To be updated by Sales Fmance on tlov 30 C• nP!a~r) 
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Sell Side Performance Review 

Man:115- June2 
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C!J Wet> in rranslt,on from CT (QII!, [D Apps stilt main grow,h driver (569b GJ In stream video it I srm C!J Searcn hlgnty concentrated 
YIY. 4796 ot rev) to monne of grow:h). Et.'EA now fastest t>ut growing 41:'6 o: itop 5 partners drrve -o59b 
(•2891> YN. 53'6 ot rev) growing regiOfl followed by AMS growth driven by PG o• revenue). 

Total Video ::: $602M (So% YIY) end It nas 3 co~nents· 1) SJ4M In V'✓eb outstream. 9'1.yty. $2.8 CPM. 2) S490M In Apps outstreem. 7091D y/y. $3.2 CPM: 
3) $1o8M lnstreem. 3391.y/y. $8,Q CPM 
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Platform Penetration - Non Weighted Breadth Overview (*) 
I , 

Web breadth strong over al nowever.OPG 
shghtJy lower w/95% ot leads; viable ceillng 
esL at 90% w/ active rngmt of the leads In 
the ptpeilne: Weighted avg penetrallon 
-91% (97% LPS. 86% OPG). 

Ca agle Ai'fl m1dllllton 11 VldeollllClwn .,,., .,,., 
Pw•atic#t ~ I • pqdonn ~ - ... CT 

~ 

2 
Apps business t . ; • •:>ncentrated In OPG 

l.PSAMS specifically In APAC LPS exh!blllng higher 
l.PSEMEA 95'. • 3 ~ 70 .. 11 ratesglvensma e1 ti e (79b or -800 app 
l.PSAFW; 9S .. 5 4 ~ .. 8 devs)• Weighted avo ~"'fration -33% 

LPSTOTA.L •2 ~ .A 10 

OPGAMS 81\. ... .CS'\ .& 8 

OPGEMEA n ... 6 42' 51'- A t8 

Me<ricgreyedout givenweonlyhave data 
to track qlq (vs y/y for web and\rideo). 

OPGAPAC ~ A l 26~ 31', • 13 
OPGTOTA.L an It,. 7 S2~ 4~ 

I 3 High breadth penetration of partners with 
video lnstream content (which Includes 

~ 2 
Glall1l 1tC an J 

ME.E partners. but also other types of 
partnerswMdeocontent): Weighted avg 
penetratfon-29'Ki - hlghflghtlng 
concentrallon ot video content among few 
publlshers that do not work on our 
olatform. 

• ~ OIUl'ftXr.,,...,g,(«1 "°.,, .. ,_,,,_, _ __,._,...,crv100.-n,,,.,.,.,""'2<lql, 

"-tf O"ffl fflefrcl - Ol·.101 • ,,_,_ (lie- D"'Ul ¥9 t-,, •-~US¥U -• -• • W I CIC1IO • q,q •,:r,cw r,,r, ""'' - •• • r:: lrr,Jll'f :OU. 
OW8!d4,! 

..... -r - •- ctc-.•: .. p JC>JQ -a,,...,.,_. ..... -- •• .. ff ·• ~ I 

""' ~>""9tCI .,, 0 ...... ,0,, - .,, • ., - - "",...,'or 
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Growth & Adoption Metrics 
lnstrmmYKtDo AndrOtdPlay 

V-bdll)' Gaming 
(St\aro) ce,eadthJ 

-
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2 

a 

PG "1)S OS 9o Of lOtalreser.-atlons mps gro ng Slowty. yet 
revenue from PG fs up M last 90d prlm3r ly driven by video 
(v deo bfm metric -99ii) 

Difference bO ween revenue gro-,•,thand BFM metr c ettrlbutet.J to 
I) tag resGrVation Impressions growing an:! 11} video PG revs have 
higher CPM vs. display: LPS BR growth dnvcn b) UOL while LPS 
APAC driven bylrue Caner deal. 

Adop:ion of EB continues to grow at rapid paco across v.w. app 
and V deo Imps In Ad Manager. 

LPS EMEA growtn ortv ;n oy t.Ai!tea internet In OAQ-t , seruesman 
& Flmruac In FR; LPS AUN NZ and GRCN so1tness driven t>y partnet 
mix (pubs In EB represent ng nov. lower wr o! totaQ 

Eng team questioning verec ty or pred ted v ewab ty data 
n-✓estlgat ng to ensure eceurate ad targei ng I BFM metric on tiola 
unt I r esolutlon. 

• ...__ .... Access to garring 1nv,..,tory gro-,.ing v.'t:11 n mar1<ms with most of 
the oppty (OPG APAC JP. CN SEA HK a grov.{ng 3-5 ppt.s) 

LPS oppty Is sma as most of the apps gaming business 
cone troted In OPG 

- ra - t.t,;:l'J!ro N!YtZ.l,,,. fP"- ~ O• ,OCJM .. _,......, ,opr..- OOOfl'llbUPllc,r,,,,_.,.,_, G¥t»IQ .\IIMTC WIOC" -
_ _..L ·--.... ,o,._.....,.o, ... pna,11Y• """" ro.,- ,:oi, - ~ •• Ull·SU a , "'P"~t/19~ -•-ory• 

f'\11 &po rt a deJ -r,or ,,, ....,.,.._ Olt•D,f'<4 il!Pl,--W.lda .,,,o Googl 
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Deep Dive Discussion: PG 

Since last review (Aug 2018) PG growing but headwinds involved in jump-starting PG at scale 

0 PG sellside growing at-85% YOY but pacing -20% below target of EOY goal $897M 

0 Difficulties proving product value relative to price (buy & sell) as compared lo tag-reservations 

0 Continued systemic challenges w/ agency business model lin1itations 

Buy/Sell side: 

• What is the level of commitment to working with agencies and publishers to re- make the 
existing reservation market: what initiatives are planned to dose the gap in each region and what 
are the main blockers seeing in each region? Has the inclusion of PG in 0VIP enabled a faster 
adoption across media agencies? 

PG Q2 SteerCo 
Deals offsite 
Review of PG Go to market plan 

YTD Softness driven by lower spend of large auto advs (GM, 
Renault) and food/beverage (Mondelez, Starbucks). Pubs 
most affected Cox, Entrepreneur Media, Globe & Mail. 

Google 
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Deep Dive Discussion: How do we get PG to $1 B? 
PG spend YTO VI Tqet 

YTO 

TARGET 

C~ outs 

Closo tho 
gap pl:ln 

Product 

28 

• 0V360 Spend on 3P 
(buy Ilda) 

• 0\/360 ~nd on Ac!Manage, 
(buy/ael Side) 

Authorized buyef'S Spend on AdMenager 
(sell a1de) 

Buy isldo -sou sido 

• 02•19 v. s tapping an extremely high growth quarter In 0218 
(assoc ated to Srand Safety) 

• Earty PG adopters d ~ers1ty1ng growth oi:ross Au~ Buyers. 
• Largest hlstonc gro,'J'Jl con•rfbutor, FIAT drtvrng sottnos-s 

Clue to c r,go In &g'?flCY, from IPG to Starcom 

• Iner~ locus on agencies to acc:clc-1oto grov,th. 
• Acq re oow customers t>a~ oft Campaign t.•~ger 

opportunity 

• Forecast ls front end loaded contributng to lag ,-s Ulf e1 
• EMEA end AMS &O'f,noss due to drop In demand (automotive 

ca!J1)8 gns. lower vfac-o & Googe mitt spend te-.ver CPO deals) dnd 
pubs refuctan •o shift upfront video commtments o PG due .o cost 

• APAC On track. 

• Launch PG scorecard & updat pub p, or es •or RS::~ 
• Pllot r.1emal l".nowledgeSase (Y AOS) to ncr~ sror1ng 
• Enstl'e 1~ PG adoption of rOpps 02 review rate & p1tct1 rate. 
• Oeta eel Joint ouy!sefl dose the ap plan (EMEA), 
• Servic b hty glech Btea~ & Butter profoc to drive CPO. 

• Acnleve fo.ture parity UYOugh t.'.akegoods. CUSlom Creetlves support. mproved workflow and access to premi.m video Inventory 
• ShoWcase PG value In 0\1360 UI. Launch Adv Ffeq 

PG Q2 SteerCo 
Deals offsite 

Hypothesis of "why is PG not growing": 

a) Cannibalization -> looking at global numbers it is inconclusive. However, 
anecdotal feedback of the new york times transferring QA into pg for EMEA users 
due to GOPR. If cannibalization is happening it is in specific pockets of inventory. 

Analysis: distribution of PG CPMs, if closer to QA CPMs could conclude 
certain amount of cannibalization happening 

b) Product readiness -> "unless adv can buy all direct through PG they will not 
move" 

custom creatives just launched 
DVC can be approved on a partner by partner level (to confirm by eow by 
should be the case) 
rich media support and discovery - is this one left and preventing the move 
of budgets? 
serviceability -> has gotten better but still issue 

c) Org dynamics with agencies -> asymmetry of information, if value e)dsts this 
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should be solved. 

d) Lack of value -> flexible pricing (pubs asked by advs to lower the pricing) 
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Deep Dive Discussion: Apps 

Apps Is one of the key levers of sell side growth expected to reach --ea (41% y/y) by tho end of 2019; Gaming 
,peclfically ii: forcca:.ted to reach $3.2508 (47% y/y). 

Sell side: 

• When Ad Mob or Ad Monger Is the mediation platform. Google demand has fair access to Inventory and Is optimally 
posi tJoned to \'l1fn. What strategies are you focusing on to grow the revenue on platform from 1.8%? What challenges 
and learnings have there been so far? As It relates to larger apps \\/Ith proprietery ad servers. has Ad Connector 
(Yavin) proven to be an option to gain access to the pubs Inventory? 

Buy side: 

• -19% of Google Ads (non-UAC) and - 13% of OV3 spend fa Is to our app net\'vork. With a $15-25b :addressable 
opportunity. and grov~ing user time In apps, whal are your plans to Increase spend on apps Inventory from non-UAC 
demand? 

• Weoree- luding UAC from th di:c"3lllonos rite oales reormerttllflllble roocrion'lnc,-Mdnetworkspendvlo UAC. 

Googl 
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Apps Platform adoption at 28% against ytd goal of 30% 
Mediation Types • 0 0 Change In 'Jr. of T OUII 

I llPI Q1:lJ 

AdMoblDRX Only 

MoPub Other~om, 
.. 3~Q,'Q) 

°"'' 011, 0219 0319 °"'' 0120 ono 0320 0'20 
- YTD Rev on platform at 28'-

EMEA pipeline source: 

Sales Activation Plan 
• 10% success rate over 1B+ ARR in platform prospects. 
• Closely managing deep list of pipeline by region ( nk). 
• Lln1tted platform adoption w/ Deal Program: Playdots / 

OneSof t Ove (of of 32 prospects). 
• Achieving target aependent on driving significant 

uplift In publish~• revenue \'Jith Open Bidding & 
comme,cial zatlon. 

0 OB ramping to GA: 16 partners uve on OB. of 
which 7 Uve with FAN: 8% avg. uplift In 5 A/B 
tests \\/Ith OB: Challenges w/ FAN approving 
partners wlt11 existing RTB ln~egration now 
resolved. 

Challenges 
• fJew feature: Competitors introduced LTV reporting 

to a tract partners v.-lth UA: Ad Mob expected in 04. 
• Nevv competitor. t~AX introducing additional deals to 

smaller partners. setting a higher bar on Ad Ops & 
Tech Support. 

Googl 

https://docs.google.com/spreadsheets/d/1 PmMH2eNjFupk8JtJZgKGektRKeOWmO7i 
LuYmft34 1 o/edit#gid=0 
APAC pipeline source: 
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg5I5 yE8Oml499V 
wjWvNAStw/edit?ts=Sceba497#gid=639338210 
NA pipeline source: https://docs.google.com/spreadsheets/d/1 YEiGDB Ld Ui54T-
5elqsQ7H 1 Sm7sUoyh9I4iRjBCcY/edit#gid=0 

HIGHLY CONFIDENTIAL GOOG-DOJ-14436587 



Majority of Sell side Apps Revs from UAC and Google Ads 

Source 

UAC 

Revs 
(y/y) 

627M 
(17%y/y) 

% over 
to~I 

39% 

Focus of Discussion 

GoogeAds 
(nonUAC) 

0\/360 

JP Buyers 
-Others 

TOTAL 

720M 
(28%yl'/) 

1l3M 
(82%y/y) 

122M 
(-1%y/y) 

1611 M (•) 
(24% y/y) 

45% 

Plan ahead 

UACgrow1ng at -51% but most of the growthbefng captured by Youtube (29% of total UAC 
growing al 6396 y/1) and non-apps G0N (23%of tota UAC growing et 91% y/y). 

l)Removed opt-outopuon·goldmlne· (Increased share or apps revs from26% to 33%and 
of bUdgct available to app from 58% to 82%). 

2) Investigating performance fixes to mCPC and eCPC bid strategies to removethrottllng. 
3) lnvestlgdtlng deprecation ot 'Games' content exdUSJOn (apples exduslvefy to mb 
games). 
4) Investigating deprecat10n or mlgr ation 01 App Categories. 
5) launched lnltlauves to Improve qua ty of trat flcln App (App-FrstFormatsancl TargetJng 
models). 
Aggressively drive app opt-in (currently at -50%: goa of 60% Us Nllh!n each NAL) as 
observed correlation with revs Increase. Focus on extending web campaigns Into App (not 
apppromo) . . . 
Addluona Exchange onboarding focused on app-heavysources that materially lmproveour 
access to lnven tory and Iner emental demand: b!d denorma ii.atlon and additional app- t Ir st 
formats(Rewarded, Nat.Ive) are anticipated later this quarter 

Slower growth th.an forcc~tcd (41% y/y) 

90 oay. nmdr11me: MM1:t'I S • .11ne 2. 2019. SOllce: oo mop pp;h!t'P\JQ (ll'lOdel ~ : ( • J dlffCl'e, ce .. ,r,, ST iunoor Pf 11 ,,od on Sliae 7 dua a:, r.oa111'Q FX (1nstolld of t-etRIY tit 
) 

UAC - UAC 101 
Agnostic and most of the growth has landed in youtube - is there any product 
development missing on the sell side? 

Google ads - Plan ahead: 
1) Completed the apps control deprecation in January. This increased share of GOA apps 
revenue from 26% to 33% and increased % of GOA budget available to app from 58% to 
82%. - goldmine 
2) Currently investigating performance fixes to mCPC and eCPC in order to remove 
throttling on those bid strategies. 
3) Investigating deprecation of 'Games' content exclusion (applies exclusively to mobile 
games). 
4) Investigating deprecation or migration of App Categories. 
5) Kicked off initiatives to improve quality of traffic for GOA in App via App-First Formats 
and App-First Targeting models. 

DV360 app strategy & activation plan . 

3P -

Network Bidding pipeline -

https://docs.google.com/spreadsheets/d/1O4 dm7vldnGXwrChlUylnXHZIVkdxGsCJZedM 

1 t6cS8/edit?urp=gmail link#gid=84277 4972 
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Bid Flattening Comms doc-

https://docs.google.com/ document/ d/ 1 TpgsmOBwXxaFk0wa3Hgwko­

LMy8HXyYGo88PGsBzmnA/ edit 

Rewarded Video comms doc - https://docs.google.com/ document/d/ 1 CMR UF-
lsvTnB1 omK0TuWPa9bKfYKnJ7IoKgPxZS xE/ edit 

regarding native - checking on timing with Eng. On FAN: 

https://docs.google.com/ document/ d/ 1 g8Hi9BHQtm5JcnIZicFrlNrOts5a5VrN9W9hvioJn4 

E/edit?ts=SccbJ b93 
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Status of Top Product Asks from Sales 

PG 

ED 

Video 

• Google AIJaenc:e (Dllmo. .Affrev) 11'1 

■ ~ egoodl. tl\tfe!' tor.:.e:i a <W.Ne 
s-.ooor. :.:> mr,ro.,e C~i 

• O.t.Jf«U'le. -v.1re.,~0le 
sornt:,rTVd~ 

(In, tream) ■ Otte: VAST C;; 
At;U$,SlbRr)' 

Nat ~epps 

■ H!gllef NatlveCPMl'llil Y"di,o 
~ 

■ Se$• QtK:.C:~ •o ~-e 
rnt)!emen:.;I• • beprom:ill!d 

■ H~Rew;medC™s.v .,,.,,,..,,.,.,..,. 
NewlM'di!d Oetn.ll"CI C. optrnt:ing ~lr,g Oemrcl 

... 
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[Apps/PG] BFM Overview (06/12/2019) 
-~--:--.". ~--,-~--'c"-.--,. ~ _-r .. -~-~·-.•.,.r'T'·,-.---_-..:ce=•_ .. -~ ..• " :-:--. .- .• ~ .----:-; - --~ ;==a_~-~ -----::-:- •• ,:a~.-- e=a _- ...... ", -.,,i"~-: -------::--: -"~--
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Highllghts & key call outs: 

• 

• 

Penetration Metrics· 
- Web breadth at 85% In LPS 
c Apps highly competitive (32% 

OPG) 
Good progress on -.. ldeo at 53% 

Product adoptJon metrics: 
PG: Revenue growth sufficient. 
but depth metric (PG imps as % of 
total reservations imps) lagging 
as tag reservations con1inue to 
grow 

o Exch. Bidding and Gaming 
breadth growing strongly. 

HIGHLY CONFIDENTIAL 

For GTM Leads; 
\'J Yw 1a, Is potentlallycontroverslal that GTM Leads should be a,·.,are of? 

• PG value prop relative to price polnts Is not ciear for adv/pubs. 
resulting In slow adoption. Coordinated efforts to push PG across 
buy/sell required. 

• Apps plattorm adoption growth Is slow In face of competitive 
envlronn,ent. Driving AdMob platform nips remains a sell-side sales 
priority, even as we a~1alt delivery of Open Bidding with FAN demand. 
Little progress done with top app players via demand-product (with 
possible need to t\veak producVpolicy). 

OJ) What •.-..ould you hke GTM Leads 10 provide Input on specifically? 
• Prepare senior sales stakeholders for discussion on coordinated 

cross runctional regional plans to increase apps spend (buy) and 
platform adoption (sell side) and push rtip of tags to PG u /sell . 
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Sell-Side Revenue Metrics: CIT and M split 

~ 
- --- ----

MO Mi) Imp Mardi $ • .,_ z Rev Aev YoV 
YDY 

Aw ltevYoY 
'toV 

Rev Rev YoY 
Vov 

LJ>S · AMS $2459 ,,. $112.5 Jill $1290 61'-

LPS · EMEA $159.3 ,,. $107.9 40'- $41 ◄ 1031' 

LPS • N>AC $310 •10'- SS7.9 ~ $1J7 5 · 26'- • 
OPO • AM.S $3069 11' S352 • 15'. $23◄ 9 26,. n 

Of'O · EM£A Sff.13 n S333S "°' $4090 "" OPO • AN.C $126 2 ~ $2412 31'- 1 S660 • 33,. 
OPO $727.5 •1'11. 1 $934.2 ~ $1,304-2 361' 

T .... 11,110.6 O'II, 11.212.1 Zft l1,t1t.2 1ft 

~~•411:t'=-2 :i)ft ,o-,,. .t#lldly:~ 1:--./tOdl ..,,:de •1c:io'FA"9Jl I:~~,._ 
ru-sa os•~ v- -~~:...~ -.-=-:vo-~ 
~ ~ CldrCAi::11 \"dfo AP G-s AP/. AFv -~ CM-~-, 'd 
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Ooo,k. Networt Video 
PrlffllllffllM'b•fl .,_,_,Ontr 

~-

MO 
Aff AffVOY 

YoV 

$63 7 M1' 
$.337 37' 

S7.3 57' 
$370 3n 

Sl• O 311l 471, 

$21 ·~ "" 1ft 

AfS•AID 

MQ !/bn 
.... RevVoV 'toY Rev R-.vYoV p 

'toY 

$4».I •7' 11,055 n , 
$1650 .,.,. • $514 ,n 11 

$3:2..2 17'- n $213 • 111l " 
$23.5 17' $9S5 12'. 

$~9 2°' $1,11• 2n u 
$102 23'- $1.048 27' 

$86.6 2n $3,116 2n 
1717.t -n ... "' 1ft 

Googl 
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Sell -Side Revenue Metrics: Video lnstream + Outstream 

Ooogte NehfOdt Web 0009NNetMlfttAf)p Google, Netwoctc Video • AFS+AFO 
lt•IIMiTiandOUlstl•" 

Total Sell Side Rff9nue 

Awdt S • JuM 2 Rw RwYoY IYoY Rew RewYoY 
mp 

Rw RewYoY YoY Rew RwYoY 
oY 

YoY Rw RwYoY 
/Imp 
oV 

I.PS . AMS $42S 12,i. 1 S78 1~ $118.0 7511, 7 $433.8 .711, $1,055 111, 16 

I.PS · EM£A $26' ''" 1 $44 9" n. SA1.a ,1 11, $165..0 -1•11. .. $514 1011. 

LPS · APAC $9S 911. • $112 ·3111. 1 $33.7 2n, ' $32.2 1711. n $273 · 1111. 14 
OPO · AMS $6'19 "' $161 191' tJ $121 1 3" 19 $23 5 17'. 1 $9S5 ,n 31. 

OPG · EMEA $618 191' 14 $257 3611, 1 $1864 62"' 45 $52.9 ~ 2 $1,114 2" 14\. 

OPG • APAC $369 1511. SAn 2411, $191 3 6711, $102 2311, $1,048 2711, 

OPQ $1,636 131' $895 2611, I $.498.9 ~ 41 S86.6 2011, $3,116 22' 
TOIIII 12.419 1ft .,.,. 1n ... ,., "" '717.6 •111. ...... 1111, 

. . 
GoogJe Netwot1t\Veb Google Netwot1tApp 

Googfe lfelYtOrt(Vtdeo 
(AdX Video~ AFV • Ad)( • 

(/.Fe • 4dX • AdX Video + (AdX A/JI>•• AdmOO • AFV AFC• AFG • ADX~• AFV • AFG · /.d)t G4~ sl • 4d,t. Vlotlo) 1>en tonn.t • MX-Apps • Admob) 
w"en /ilrm5l3!l2f v,oec) ,, t1!ll Vld«>) 

when '°"""' ~ v,oeo .. . .. . 

~~•t.1v'=-2 :on SOIU .:ccnwi~r:t:,eo /tOdl ancde •1c:ioP"9Jl r:,,,._~,.., 
ru-sa .cu '8SIQ~ v ... -~ 1t1t ~ - -=,yo-.. ~ 
~ r,;:n- 'dlo AUG- AFV 41v .- • Ol;tst,a,m ...c lfl# ¢1'~ ~ Googl 

HIGHLY CONFIDENTIAL GOOG-DOJ-14436596 



How is Sell -Side Revenue distributed across inventory 

Ga a gh N41tw0ftl Video 
GDl!ltl ,.11"'111tt wtl! Gulil1 tfl~Ai!, PJ@•llun, ~IIHffl IM11ll0Jr l#l • MO 

°"'Y 

M¥dl s . .JvM i Rn llrtYoY ~ Rn ltnYoY 
Imp Rn RrtYoY 

MQ 
Art RrtYOY 

YoY YOY VoY 
MO Rn RewYo'I 
YoY 

LATAM $151 30'\ $21 ~ $11 O'\ ., $01 ~,. $19 1, ,. 

CA $102 St. 6 $53 .an $70 39' $01 1~ S33 l6t. 
us $3932 1n ' $1216 6lt. $SSS 2St. s.-n9 ·7t. $1,003 7' 

LPS · AMS S421 4 ,~ S12t 0 ,,,. SQ.7 26'- "" ' ·7' 11,0SS .,. \ 

DACH S7l3 ,.,,. $14 4 95\. $09 •21t. $796 ~ 1'11. S161 St. 1 

AA $152 ,n $29 26t. ss 7 2ft $2.7 •l7' $76 .,. 
G8 $43 s n $67 51' $5_1 "'" $4 7 10'- $60 IR 

LPS·EMCA $1672 1ft 1 ....... 103' $»,7 '"" St 6S o ., .. , $51 <1 ,~ 
MUNZ $16 I 2' $1 <1 7 $22 ,,. $03 ·32"- ◄ $21 ,,. 

CH 8'9 6t. $1101 •3"t. $07 .CO'- $00 •10n $116 ·nt. 
JP $$21 7t. $JO ~ .. soo ·17t. $31 $ ,.,. $17 11t. 1 

LPS · ~ $959 n .. $117 S ·16t. • '7.l ~ $32.2 ,,,. $273 .,,,. 4 

OPO · AMS $659 4 ,,. W.C9 26t. $370 3tt. $235 17'1. $95S 1~ 

OPO · EMEA ~79 1n ' 54090 .an $24 0 31t. ., $5?.9 10'- $1,114 29"-
OPO · AP.c $37<1 <I 16'4 $660 4 ~ $27 .. ,,. $10 2 ZJ,. $1,0<IS 21, 

0,0 Sl.661.7 1ft 11,304.2 ,,,. , SQ.7 l6t. .... , 2ft $3,116 22"' 

TOIII 12.4a.1 ,,,. l1.61t.2 1ft 1161..4 an 1117.1 •A ..... ,.,. 
~ ~- 411:t' =-1 :i)ft 50"'4 • t#/1 diy: ~ 1:--. /tO di ..,,: de •1 C:,OP"9Jl I:~~ 1"f 
ru-sa os•~ v--~~:...~ -.-=-:vo-~ 
~ ~ CldrCAi::11 \"dfo AP G-s AP/. AFv -~ CM-~-, 'd ~s. Googl 
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Sell-side BFM Metrics - 2019 View 
Penctrm1on metrics Product Adop(10n memcs 

Web 

Appa 

v~ 
lriatresnj 

Google 

Web 
breadth 

App 
breadth 

Video 
lnstream 
breadth 

HIGHLY CONFIDENTIAL 

% Apps 
Revs on 
platform 

% Video 
Revs on 
platform 

ffdOtles!inls!lo 

PG 
($11.2B) 

%ofa 
Partners 
dlr«t 

business llU11 
IS 

pcogrammatte 
(Depttl} 

. . . 

EB 
(S5.8B) 

%of pubs 
th EB 

enabled 
{Broadth} 

Games 
monetization 

{B edlh} 

* % high viewable 
Inventory 

(Depih] 

. . 
onge:,to~ 111 •e tote cflilngc4IO s~•eo! 

Deep dives 
(Buy sen coordrnahon) 

ESTABLISHED 
Defend 

monetization 
and platform 

access 

E~JIERGING 
Gain 

monetization 
access and ftlp 
to on platform 

* • nos =:,anding 
(noiillentlcn GPO~ 
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Penetration Metrics Definition 

Ufttnc 

Web Df P PenetrabOn 

ii domains 
Wllh OFP tag or 

adsense l'lardcooed 
orYa'w'ln 

1mplem3nta1Jon 

,. domains 
adar runn no ads 

~ anoA.osense rf!vs 
ser.eaairoughOFP or 

hardCO<leO 

AdX and l\csense revs 

Oelino::ClhstCO\'enno 67'11 of adaressante doma,,s 
running ads 

In order to be cons1do:-ree11n OFP or adsense 
nardCOded the lhresnolO apptIeo 1s 1000 Adi or 
adsense IITlOSIQua-ter 

• ust or doma ns on scope upcated ,very quaner 
out rr, computed compamo against same 11st 

c -,we.,,s • Ya'.1n prospects cons1oeree1 

Google App Me<llil tton 
(Admoo or ORX) 

,, apps 
w ltt Google mediation or 
100% Google demand or 

Y3111n 1mp1eme'14!.ton 

"total apps 
addr nmnmg ads 

,_amooand lt<1X•"CP5 rM 
ser.-ed on l)la:torm or no 

medIa11on 

Mmoo and AdX-Aos,s ITJS 

Defined list COli'911ng 15,'ll. of 11Cldress.10le ma et b;­
dO.-.nloads w th acs, WAlJ o, CoQOle re-.ienue ( 121<­
apps) 

In order to be considered In aatnob medi3tJon lhe 
ltlrishOld appl,ed ts 1000 ,~s.•quater ll'lrougl'I 
admob mediation 1n apps s1ml:rtJ 101 an app to be 
considered mOll'?tlZlngwiin Googte In" mresl'lold 
applted ,s 1000 lmpslQUarterttuough acl.-nobl 

• ust or apps on scope updated ... ery auan"r but 
ff( computed compamo aoaIns& same 11st 

• va.-tn prospeas consider ea 

V10EO IP§TR£AM (Web only) 

"oomains 
witn Ad:l•Video quenes ~a 

OFP 

;, total <loma ns ador 
running \1Ceo msteam aas 

AdA·\lldl'O revs 
se~ed tnrough OfP 

Defined hst covering outiier aoma1ns plus me 
rema,nIngtop 6~ of adcuess.able <>omainsin 
terms of total ~dto pl.1ft)act.s of eacn region 
ouu11rs are comains that alooe concentrate more 
tnan 1,L of video plajbad;s In a region 

In order :o be c:.onstdered as usm11 Adi-Video 
(numerator, lhet'lresnOldappheo I& 1000 MI• 
vu,~o Irops -.,a OFP per quarter 

• Lisi or domains on scope upcated every quarter 
but yty compued compamg aga,nsa same lls:. 

tlotes • .tll aosense 1s e,tner narocoded or tnrough OFP as 
• Only co-.-erS\1:sf!O tnstream serwtdonweb1apps 

not InduOed aue to methoaot0gt not read.t') 
ads en st' lhrouon 3P cannot oe served (TBC) 

• Am R~ Srom passDacir.sinduma•onptalfonn' 
• Ya-.,n prospeds considered 

!'«)Tt Tlw ;Ga of --If-~ a - IC - -~ l>w! ,o_,_,._ r .. <>f 1'9--.U _,__, .. ,,._.., 

2018 priority OKRs to drive platform access: (70+ fl ips from Top 1000 pubs; 1000+ SoV 
optimizations) - OPG only OKR 
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Web - Addressable web market growth accelerated in 01. Competed and 
Won queries grew faster than total accessed queries 

f•.4 6'\yfYI 13 ~ .. 
[•7 a~1hl [~3 S\ Y!Yl 

~essions 1•7 1\ yh) fl~ Tri ons,O1 2019 1J.-f 2 

Billions Cloba mt Cl/ l•0.1pls] au, 2.4 
01 2019 (\ cna gevs Q118 I a 4ptsl 

,s..o, (8 8\ ytyJ 
(•1.6ptsl 4J.6$ 

(•0.7ph/ 

Mtl Opplf Ace~ Rl!Yl!flllill 

Mer1<et lnslght-s Growth lnitletlves 

• ,w~-ru:1 reg 1 \. APAC t6S y 
• The adcressable (v.1h ms) web marht •• est.~ted to have aecelenrted tn 

Ot, av.ail.able queries grew at 7.8'14 y/y (•4ppt~q) 
• Google :acceuedquerlesgrew ;at ' " Y'Y (-lppt qq), Maandnvers were 

US/CA AFC query decl,ne and AdX. HC ,nv~tcry vanst omng to the 
platfOffll) To~ queneson GoogleAd Manager grew by 7', AF-C/AdX. 
hardeoded quenes declined 6, y/y 

• AfC/AdX seen :and won queries continued to gow faster lhan accessed 
qu~ driven by lmp,tM!d lnventoty access via Ad Manage, and stable wtn 
rates. "I. of Ad Manager queries YA\en, AF-CJ AdX had a chance t.o compete 
(Su). grev. to 76 O,,.of tow quenesy1y (•5 Opts yfy) 

"\lw _ _, __ ___, __ RWWW •O,....llillllri __ ..._.ptz .. ,.0-:~--

- l!N- -~ 
- • n:::::TN rn "!'.J o.ra& _,. " "'._ •• .. :a 
:.S-.1'MiUCI r, "9 ,_.WWOW ~-....-i bi# J Of1 Qa\W ~ l"fOOl'lll~O'\.._N.._,aUOf':W .. ._., ____ .,....,._ 

Sandra 

• Continue to 'ocus on Platform Depth through BAU 
opt.m,zabons & Off platform YlNn deals 

• PG growth conbnues,.8~yfybutbeh,nd~l-..e \Wgel 
Perlonnance beiov,; awget drtvefi by buy-side weacness - need 
to drfve namrtive v.,th LCS Adl,eitlsers & the,r Agencies 

• E.x.ehange8iddngbreath 1aon tllget et 61'11,.v,i th neartyatl 
eligible accounts now on boarded - need to con1iderYttlat' s 
ne1'tto dmre funh«gro,,,1h here 

• ~on p.og, 1r.>ses on AMP hO'l'le'flef" still not panty of 
perlonnanceon reaeNa on AMF tnt'ftc - needt.o UTIPf"Oll't 
here 

• In general. good adoption or el(isting ln,llatMJs. looking 
t0Wllrds new fquzres fOf" f-uture growth here 

• GOPR 1mpactst.nuncleeronH2: howeverexpect.ng~ 
OJe to pro.:th.e consent enforcements (S200M nakl 

Source: https://docs.google.com/spreadsheets/d/1T9vyRhe59ESVB3wm51 EONBt­
zgY1zRlfFlwRJOtfqgU/edit#gid=881369511 
Explaining Chart 

1 . Mkt Oppty = all traffic w/ assumption on #ads/page based on historic ratios 
2. Add'ble = Excluding FB, porn, etc. 
3. Access= On our platform (AdSense or DRX) 
4 . See= We compete (so primarily excluding direct (ETC =) 
5. Win= Won impressions. 

Q119 supporting notes: 
• driven by PV growth in APAC and AMP sites (ampproject.org) 

• APAC growth in addressable market concentrated in some sites: pixiv .net, 
livedoor.jp, syosetu.com, rakuten.co.jp (Japan), tribunnews.com (SEA) 

• Domain ampproject.org drives 3.5ppt of the 7 .8% y/y growth of addressable 
market. That domain consolidates queries from AMP sites 

• Top gainers / losers (avito.ru , Dailymail.co.uk, coolmath-games.com) on 
access share (access share defined as the % of estimated ad impressions 
that Google accesses either via DRX or AFC) 

Notes from Tim on Header Bidding: 
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HB's share of overall Ad Manager impressions is stable - in or around the 7 to 8% of 
overall impressions served mark. NA still has the largest penetration although is 
actually in decline. 

Amazon are still the biggest grower, and Rubicon are making efforts to step up their 
HB game, but all in all we're at a comfortable point when it comes to HB. We expect 
some movements once we fully migrate to 1 P and UPRs from late July. 

Q418 supporting notes: 
• Addressable market growth accelerated vs. Q3'18: we have only seen 

acceleration in APAC - driven by Japan and somewhat concentrated (see Ii.st 
of top 100 sites -
https://docs.google.com/spreadsheets/d/1 B1 S9xYbPNWXFD6TiFHViAwWS4 
gUykXOo-MsufBUQ4so/edit#gid=0) This is to some extent correlated with 
AFC/AdX web query acceleration seen in Japan in Q4'18 

Total DFP web queries grew a little under 11 % Y/Y, with all regions growing more 
than 6% and APAC and LATAM growing the fastest. The main driver of total query 
growth was on queries where AdX competed (16% Y/Y), while non-competed-for 
queries grew around 1 % Y/Y. For AdX competed queries, growth was driven by QA 
(contributing to 55% of the growth), followed by Third Party EB (18%). Third Party EB 
and PG were the fastest growing, both above 100% Y/Y. Within AdX QA, about 36% 
of the competed-for queries were EB eligible in Q4 2018 versus 16% in Q4 2017. 

PG 
• Programmatic G'Teed: 81 % y/y growth, but trailing aggressive target. 

AMP 

Performance below target driven by buy-side weakness (a few large auto 
clients slowing down PG spend) 

o Globally the partnerships teams are working with buy-side counter 
parts to activate use of pipes from large buyers/agencies. If demand 
does not ramp, pubs will have less incentive to move inventory into this 
deal type, so working closely with buy-side. 

o Additional resource from us not unlocking more, need to drive the 
narrative with LCS Advertisers and/or their Agencies 

■ AMP revenue parity split between QA and Reservations. Ads revenue 
on AMP in QA enviroment exceeds that of non-AMP, while reservatiion 
revenue on AMP pages are roughly half that of a non-AMP page 

■ QPG teams also have specific QKR to increase the % of ads queries 
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that originate from AMP pages 
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Apps - Healthy growth in Google's SOK footprint; Revenue on-platform 
remained stable as expected 

; • • • • • • • • • • • • • • • • • • • Bf'M Breadth 
ric 

TopX App, 
IL"Pf6tll' no &7\• 
o• as market nOl 
2019 

Market Insights 

• • 
• 

Google SOI( footprint Wlt'a 73.0'-, o'f addraSNble ~ Vl&AdMoblAdX 
up 1 3pt.s vs l•t ~r w,th LPS and ISO onboarting new partners and 
Sca11bh1 Acqu1s1tion:s bnng,ng n new partners. 

" BP-M Bre.adl h metric: •t 32.3'1. up 0 2pts vs last quYb!r More details on 
the perlormance n the Platforms deep-dive. 

Gaming Revenue 

CJosedat 9S11. o• target. slowei than expected JMua,yv,-h•le febnlafy ~d March 
~re on target. Slow January attributed to~ 1n hypeteflUII growth. UAC 
tcp ed-len,ser spend decline. ind the deby of Goldm,ne s launch 

Zach 
Revenue: 

4 P6 7 t uo,: 
2 32.3~ 
l•02fl'.i~ 

• 

Rneaue 
e Ions 
01 2019 

4,067 

Growth Initiatives 

Revenue on-platform h1111 remained stilticO/O as expected. stable~ 28,.,; 
progre$$ on the ~tsldehas been ,nonboard.rig 5 pa"tners onOBv.ith 
FAN 1'1,.,ing 4 additional partners 1n pipeline from the Deal Program l,stof 32 
tcpdeveloper,. and t1a-.,,ng Mar1cetJng focus on Platlormsnlffative 'or 02. 

Pannors conbnuo to use the Google SOK an~iog us aecose to in11enl.Ofy 
With IS0acqu,nng97 newpiWVlers ,nOlvaluedirt S3.4mcllf)tured n­
quJrter High value formats ~ CPMlnc-es but m,bga<.ed by low 
growth on banner and Mbve !011N1t:s. 

W,n-R.ate dechnedOIO by tpp. shghdyg,Nter than e.cpected in termeof 
seasonal decline. there were f ur1her Pol,ey launches. 1ncludng AdMob 
fhrottlong. Out-of-context ln~~t,ua, enforcement and App Venf,clltlon. 

Google 

https://dasnav.corp.google.com/dnskv23s/#chart type=bar chart&dimensions- quota 
product:0&display tvpe=bar display&end=2019-04-

01 T00:00:00&granularity=day&growth=true&page=attainment&shift=P1 Y&start=2019 
-01-01 T00:00:00&view=default 
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lnstream Video - estimate to access 44% of current addressable oppty on 
Web. Won queries grew 18% y/y ( +6pp q/q) despite continued win rate 

decline '7 ,u -- ~~~ --. , S6 l 1-u , ;yM 
I : : . 

Impressions 
B IOIIS,01 2019 
Web-on!) 

lnlOppty 

3Dl 

Al!Ob e 

; • -.... Sel Rale (fTCJ 15.9\ 
,__,....,. ili!.4(t . ,pis Y/Y 

2221 
~507\yfY 

:.ccm 

19118 
•59 ,,,,, 

WR U.4 .\ • 
4 tsY/Y 

W"m 

ltitrM 
Mi IOGS,Q1 2019 
YI~ 

R!ffnue 

Market Insights Growth Initiatives 

• Potential opportunity~: wJmated 3.7T video ad lmprenlons In 
0-1'19 globally ( •22'llo q'ql ~ of v.tl,ch are n adchssable dom•na. 

• Non-.adcnssable pownUII uppo,tun1ty 1s composed ma<nlyo' YT (36") 
FB (J.J,) and Adult content Slte.s (101'); 

• l mpre,sionswe haveAcceuto gr- 511'. YIY and now account for 
-l..:'ll. o• Addressable 

• S~y,ygrov.-th of eltgib,.tocompetequer,es drove • lB"ylywon 
quenes. desp,te Y>in ,ate dochne of 4pp y'y to 11,4"-

IUO-GnfY ntA.ar,g ,.,r-~- tOMl.,NCINV IU'G ~-CTVMQO., Aoao-• •• 
.,_ A,uo_, _ -..o i:o-.ow,1""' rr'I. o-O'I~~ "tit.,._. 
apport.--,_,,_ IOO!l- -.mr.c,n nte.C--~tyo""1 w _.,.,_ , . r .. '11 -
.._qr-:: 3$ .. ,-.cfo,~-- o, -•• ~ Ol'W WM> ~ ... . _O'lt,_.....,_,ot 
.urar• tn:r, ?6, 4 »• "'" Aec .. hC'&ON o,.., olf p,attorm_ ltAI 0ec1t • -"'XY• en rt;: "Oe;?"X"( 

Julie 

... 

• Deals· TnicJdng top 11tdeo prospects With tjok>lA pipeline 
• Profect Honeycomb· (Impact +$14Mannual); reducing 

VAST emn by ldenbfytngvioeo1mplementat>On problems. 
Leads l st completed and uploaded to ,Opps shortly 

• Sign,)16 : 1) Ecllcale partners on 11'1\p011a,~e of key signas . 
2) lmpro...e ,ntemalY1s1bll,tywlth ~ (May); 3) 
Launch external slgnal repcnlng 102) ~) drive LPS & OPG 
acct optimization via rOPPs (May' .A.rne) 

• Pro;ect Liftoff: g Tech to continue to dnve key 
opc,miz-atlons including: fuong fwction Elg,blty Issue.a~ 
Ad D.Jn,tjon Sett.ngs. AdX Line Items and Pnc,ng Rules/ 
ldenbfytng implementation g,ape which prevent impre~le 
r rom counting to',\,wds re"enue / etc 

- dark blue are current opp - assume monetization rate under 100% (level we think 
there is today based on todays mont rates which is an estimate) 
- lite blue if all domains were monetizing at their full potential (ie all video playbacks 
have 1 ad) - lite blue= mont 100% 
- access is everything that goes through platform (GAM) or adx 
- see is what we compete for 

For performance section: 
Top line from go/gpnav* (same results as in zember@ trix) & last OBR. Next two bullets from 
this dasnav view & data here. 

Commentary on top video partners -
• For CBS Interactive it was all about Q4 PG spend when looking at video growth ... PG 

grew from $1.4M in Q3 to $5.1 M in Q4 2018. And when looking at y/y for Q4 ... PG 
again grew from $1.7M in Q4 2017 to $5.1 M in Q4 2018. 

• Pandora: Launched programmatic video support to GA in June 2018 and really scaled 
in Q3 and Q4 of this year, with PG Video being the main driver of growth. 

• Spotify. Similar to CBS, the core of Spotify's video growth was centered around 
doubling down on PG video. They also launched PG Audio in Q4, which generally gets 
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lumped into their video numbers. 
• Warner Media: 

o Turner leveraging PG through Direct VAST Calls - PG revenue increased from 
$600k in Q3 to $2.5 MM in Q4 and saw strong YoY growth as well from $50k 
in Q4 2017. 

o Seasonality for The CW. CW airs new content in 04 (their shows are in hiatus 
all of Q3 and we don't see much activity). CW recorded strong YoY growth in 
Q4 led by PG. PG grew 600% YoY in Q4 from $1 SOk in 2017 to $1 .1 MM in 
2018. 

Draft for Bruno: XY% of the potentially addressable impressions opportunity sits on domains not 
considered "premium" (not broadcasters like X, Y and Z) 
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Penetration metrics - Web Weighted Breadth 

NON Weighted (as per main slide) Weighted 
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Penetration metrics - Apps Weighted Breadth 
NON Weighted (as per main slide) 
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Penetration metrics - Video Weighted Breadth 
NON Weighted (as per main slide) Weighted 
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Penetration metrics - Rev on platform 
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Penetration metrics - Country view 
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Penetration metrics - Regional view 
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Display/Video Product Adoption Metrics Definition 

Google 

Uetrlc Definition 

t: PG matched quenes 

# Dir ct sa es arn:I PG matched quen"S 1n OFP of the panners 
who have served nt least one PG 1mpress1011 

ii Ind ect matched que,es seved In OFP b'/ pafinefS enabled In EB 

I: lndrrec1 matched quenes served by OFP 

OA.U of gaming apps n And."Old Play seMllg ads inrovgh 
Admob or AdManage, 

DAU oi all gaming apps 1n Andr01d Play 

Video rnstream q in AdX•Vldeo w,•h .,,ewabll,ty => 90% 

All v,cleo mstream q 1n AdX-Vid~o 

HIGHLY CONFIDENTIAL 

Ideal valuf! 

75%•100% 

100% 

TBO 100% 

Notes 

Remnmmg 20% are 
formats not a-.-a lable 
(eg skins) 

OFP S8 1s in111a ly not EB 
targ t alttu>ugh enabled 
as exception 

Gr,ing we are r\llying on 
Android Play data DAU 
data can only be shown ,n 
aggregated 

It 1s expected to a ways 
h8Ye some low \10wabiliiy 

inventory (can potent1a I)• 
be SOid ..,a DV360) 

GP OKR • 

S897M PG revs 
(107 6% y/y) 

75-100% panners 
enabled 

S3 2508 Gaming 
r<Mi- J7 1 y) 

80% y/yg owth of 
in-1ent0Jy wnh 
\1ewabil ty =>80% 
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Product Adoption Metrics - Regional View 
Prog rammiuc 
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Product Adoption Metrics - OPG Tiering 
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Apps Platform adoption 

Rev. on Sales Top Pipeline 

platform Platform depth # of targets Opportunity TestJng Flipped 

All $335.SM 27.74% 103 1710 32 16 
OPG AMR $378M 2266% 30 280 10 3 

OPG EMEA $97 71~ 29 06°0 33 553 15 3 

OPG APAC S165 6r~ 2826% 40 877 7 9 

Googl 

EMEA pipeline source: 
https://docs.google.com/spreadsheets/d/1 PmMH2eNjFupk8JtJZgKGektRKeOWmO7i 
LuYmft34 1 o/edit#gid=0 
APAC pipeline source: 
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg5I5 yE8Oml499V 
wjWvNAStw/edit?ts=Sceba497#gid=639338210 
NA pipeline source: https://docs.google.com/spreadsheets/d/1 YEiGDB Ld Ui54T-
5elqsQ7H 1 Sm7sUoyh9I4iRjBCcY/edit#gid=0 
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PG share by inventory type 
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PG share by Admanager cohort 

IC- r:, . 

.. - The new Admanager accounts · --~, ... 
(less than 1 year) show lower 
values o f PG share (large 
amounts of reservation .. inventory hit the denominator 
while limited amount of PG}. 

As t ime progresses. the PG 

/ 
.I -- metric grows as the pub starts .. / doing PG (value o f the metric for 

the admanager accounts that 
.. have existed for more than 1 - ... - year shows a value of 4% by 

June 2) 
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PG share of top PG accounts 

Cumulative PG Metnc for Top Publishers 
,1eo,. 

True Software Scandinavia 
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PG breadth 

,c- Dor l'C-. Pa~IO -..... o..o .... tO~ ,c- -to "°- -.,to°"' ,0-... - I) -~ - ...,_ ... - a.,,., 

• Al 11an .. :f " IJ tUO: 4 1ft 11.17' • 10 :un, • 1 on, 

- o,,c: :IOln - . ., lJ~ 11410 0.17' n • u 04 .. , "'"' 
• o.rL\ '4Jl' • J ... ':6M'\ ,n .. I'°' P♦1' • ,0 ti.ti •• :ttn 

• An¥ • """ • :r 17$ U11'\ 11'14 '·" H♦n • :-a .,~ •• i•-

-~ nsn - , ,: U'-" ., ... 2~ n.in • ti n• •• ''""' 
-1-s Jt..:n .. , 2112 1010\. 11111 ,an 174h • u to.ff\ •• M.24'-

•lKA 111'°' • • ,., 12.1e, Ull4 ,,1, 7SJ7'- - n.n, - 11,n 

•AN&. .... , - 1:ru 2, :is, "1S 1719\. &707' . , •1.o1. . , 11.n 

·- '111' lfo I , ... ~ Hl74 ... , ""' T IS .... , • u o.-n 

Note: Advertisers breadth (OV360 revenue for pubs with PG / Total DV360 revenue) at 63% ( 1 SK adv) 

Advertiser Breadth 
1,794 total PG advertisers on DV360 

(Display) 1,325 PG advertisers 
(Video) 927 PG advertisers 

Below are revenue weighted breadth metrics, the EXACT calculation is DV360 

revenue for pubs with PG / Total DV360 revenue 
PG Breadth - 63% 
Video- 54% 

Display - 55% 

Notes: 
• This is NOT an apples to apples comparison to the Sell-Side Breadth metric 

because it is looking at Dv360 revenue, not direct reservation stats from DCM 
• Video is video ads NOT instream video inventory, and Display is just display 

ads on any environment 
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,,,.., 

Status of Additional Product Asks on PG from Sales 
._.. 

lcgmd 

Corr. ~ 

Feature Parity with Reservations 
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Cannibalization would be highly unlikely 

Third 
party 
buyers 

GDN 

18 

3 48(·) • 
OA(20%) 

4 96 

0 4B 
PG (10% DBM 6 7% 3P) 

168 t-----.. Tag based (2%) 

Any budgets mcMng from OA lo PG would be highly 
unlikely due to the fol 'owmg reasons 

• Efforts required to make and maintain direct 
connections 

::: Deals sourcing PG requires a 
salesforce 

Deals mg need to set up an 0<der 
for each PG vs one time sel up for 
OA 

• Supply and demand dynamics 

e PG CPMS higher than OA and 
hence targeting ddrerent adveruser 
budgets 

• Google s GTM Strategy 

::: Ideal state for buyeri;. Is deos1on,ng 
Oil 8\ery ImpressIon (hence tags • 
> PG -> OA) 

• Google's product Strategy 

e Safety features only available only 
on OA (as PG allows buyer/sen 

freedom) 50 
Conlid n·wl and Propnet..1ry 
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Advertisers budgets in Google AdX and selling costs 

Actverusers soptustieallon 
Sile or Advenlsing Budgets 

810 6 agenoes 

Tech8ai)' agenoas (eg 
Aa:en1Ufe) 
Uediurn/Small agenoes 

Me01uml8IpA<t..er1lsers 
(Tfp1ca11, lhrouon DBU) 

OistnbUtlon or Adv Spend in Google I 
PG 

67' 
(OCI.I • 3P 
Adser.ers 

in OFP) 

s, 
(DBI.I + 3P 
Bu,ers ,n 

OFP) 

2S,.. 
(DBM • JP 
eu,-ers ,n 

OFP) 

Fee structure 

on chrect sates 

-0.06 OCI.I adseMngfee 
... 0% a,t on media spend 
• ~ Rebate on annual bU0get (paid bf pub) 

-o 06 DCM ad ser.1no fee 
• 0% cut on media spend 
• ~ Rebate on annual bOdget (paid b) pub) 

-o 06 ocu ad seMno tee 

QnPG 

- 0 06 OCl,I ad seMng fee 
- 4%tedl fee 

1 1 :; cul on media spend 1•) 

... ~ ReDa1e on annual bllOOet (paid bf pub) 
• G"- [)\/JP discount paio oy Google 

- 0 06 OCl,I adser.,ng fee 
- 4~ ted'I fee 
- 0~ 0JI on media $pend ,. 
• F, Rebate on annual bUdoet (paid bt pub) 
+ G%O\11P <flscounl paid 0, Googlt 

• o oe DCM adser.-lngfee 
- 4~ teeh fee 

Anecdotal feedbadt1nAP,c ~end es fees can De 30-100, h1pher1n PG (datmino operabonal com01H1tyof selbno up lhe deals) N)proach followed to avolo !he ewa 
30~10.J•~ e"tra matk up to ao.ert.setS 1Tain lhe OpCo (1.1tndshare) to do lhe PG lhemsel\-es insteao ot 001no through the Trading destc(X.ws) 

) smaller/Uediurn'Tech saw agenoes - mecfla p1annng and <flgItal spend done Of the same team so no extra mat1C up 1s cnat~ed (11)'J)olhes,s lbY bU1 1repi for s•mPllflc.iion> 
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